What, why and how to achieve
growth in 2020 and beyond

RAY GAUL

SVP — Retail Insights — Kantar

KANTAR | BB Microsoft




ACEND

1 What?

What is the challenge we need to overcome?

2 Why?

Why is the current challenge so different from the past?

3 How?
How can we begin to get in front of this challenge?
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The Science of Retail

“It is not the strongest of the species that survives,
not the most intelligent that survives. It is the one

that is the most adaptable to change.”
- Charles Darwin
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Let’s Answer the “What?” by Performing a Quiz Question 1 of 4

Which calendar
date will be the
biggest global
shopping
day in 20197?
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Singles Day 11.11, 6.18, Prime Day
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Let’s Answer the “What?” by Performing a Quiz Question 2 of 4

2

How many SKUs
did Amazon add
to their USA
platform in 2014?
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Let’s Answer the “What?” by Performing a Quiz Question 3 of 4

Has average
European grocery
EBIT % gone up,
down, or stayed the
same since 20137
(Past 5 years)
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Profit Crisis Example: Carrefour

Growth is difficult to unlock, and even harder to maintain

(f)aarrefour Recurring Operating Income/Loss, 2014-2018 (EUR mn)
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Let’s Answer the “What?” by Performing a Quiz Question 4 of 4

Do shoppers
force retailers to
transform stores or do
retailers force shoppers
to adapt their
shopping habits?
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Which came first?

...The Chicken or the Egg?

Retailer or Shopper? Shopper or Retailer?

Our default view is that retailers transform shopping

i : .
and consumers transform shopping needs ---but s this true today"
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Shopper or Retailer?

Shoppers invest time, money, angst...customers invest in locations, technology, and exclusives / activations

PHYSICAL SPACES
SHOP FLOOR
BACKROOM
OUTDOOR SPACES

o=

Our default view is that good retailing is But with new technology,
getting shoppers to spend more money? is that the best bet?
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WHO IS A
CONVENIENCE
EXPERT?
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WHERE IS
THE LINE
BETWEEN
PHYSICAL
AND DIGITAL?
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What? Some Early Implications.

We face four challenges:

1) Calendar: Running last year’s promotion again at the
same time may not result in a win

2) Assortment: New business models are challenging

what we expect to shop and receive from different
channels/formats of retail

3) Profit: The business models that are driving growth
are “invest today, generate ROI in the future” models
that require new relationships with shareholders

4) Shopping missions: New technology means we
need to make it faster for shoppers to do everyday
shopping, while simplifying activities (costs). We also
need to amplify and connect stores to homes.
Companies that try to connect homes to stores will fail.
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The Foundational Commercial Processes Driving Retail

From XLS-based spreadsheets to Platform-Based

The PAST (and present)

Data created by humans and used by humans
A move from analog to digital with time lag

The FUTURE

Data created by machines and used by machines
A move from digital with time lag to automated and instantaneous

Specialty gszzet:s Role of Data
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Smart Matrix

The retailer matrix of 2030 and planning

The one certainty of the future is that data Y smart
and information will be more integrated =" Shopper
and connected at far higher speeds N

K (i

How will we be a
successful part of the

i mar a - mar
Smart Matrix of smart e 5 P S
shoppers, smart homes,
smart cities, smart devices,
smart employees, and
S Smart Smart
smart stores" g &S i
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XK
For the Retailer to Function in the Future it will need the Right Tools -
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) establishes frictionless experiences while lowering Al
price sensitivity and raising the value of convenience and experience (A Ipay
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Smart Complexity %
The smart home starts with ‘point and command’
but in the future will become proactive

Directly connecting the home and retail greatly expands
transactional relationships and longer-term loyalty drivers
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.y = . . Smart Complexity C%
Smart homes, smart retail integrate to smart cities for full effectiveness

Integration provides benefits to all, but especially to
the retailer in an omnichannel environment

Smart health

SMART CITY

A simple view The complex reality

Source: Kantar Consulting. IBM.com, FieldTrack.io, TechTalk.com
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Smart Data (%
Smart employees and robots form the new team of productivity

Robots are Al in motion and critical partners going forward
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Smart Data (%
Smart buildings expand beyond the store into the full experience

Online B2B expands to B2C engagement via eCommerce
and digital signage through malls and commercial tenants
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Smart fixtures, interactive surfaces, and integrated Al are the next step

Every part of the store is digital and accessible to the cloud ecosystem of the
shopper, the retailer, and potentially, the vendor
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SCREENS INTERNATIONAL

SMART SHELF
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Smart Data
How to cope with and leverage the trove of data rapidly

created in this new environment

Smart data is more than collection; it is managed, stored, protected,
and placed in the best possible situations for profitable use
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Five philosophies

Make Your Best Be Your Best Be Your Best Be Your Best Transform
Better Faster Easier More Often Your Best
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Make Your Best Better
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Wide-angle Lens Abundant Tools Abundant Growth
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Be Your Best Easier
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Be Your Best More Often

Keeping org plans up-to-date requires decentralization and delegation, if not, automation

Next Level Customer Engagement

Where to PLAY? How to WIN? What to DO? How We’re DOING?

1. Consumer & S [t
Shopper Insight CateZoryg 4. Perfect Store/ Shelf/Screen

Characteristics

2. Channel & Customer Positioning 5. Intearated Campaians & Execution 7. Measure &
Understanding & Vision . 9 palg Evaluate

6. Organisational Capabilities

m 3 Year Category Growth Vision Go To Market Strategy Operational Execution

P Customer Selling Story
Integrated Category - . Prioritized Consumer, .
Deliverables Insight & Definition & VIEI%Tét?or:\r/ﬁ;S Shopper, Channel and Perfg(;ith:ihcngsp Ing Perfect Store Ev?_lg:;cre] &
Foresight Segmentation Customer Opportunities P Shopper Marketing
Integrated Insight & Foresight; Opportunity Scoping & Sizing; Shopper Marketing Optimized Shelf Delivery; Shopper Marketing
Approaches Category Positioning; Segmentation; Strategy Development; Sales Analysis; Macro-flow, Implementation; VR Visualization; Storytelling
Path To Purchase; Triggers & Barriers Space and Range; Portfolio Mapping & Innovation & Retailer Engagement
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Transform your Best

Remember, Google acquired Android 3
years BEFORE this chart’s start date

Worldwide Smartphone Market Share

See growth opportunities more easily Develop growth strategies more quickly
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SUMMARY

1 What?

4 Challenges — Calendar, Assortment, Profit, Shopper Missions

2 Why?
The move from digital to automated is underway
3 How?
5 Philosophical Adjustments
Make Be your Be your Be your
your best best best best Transform

better faster easier more often your best
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